Abstract:
INTRODUCTION
Turkey as an emerging country has more than 260000 SMEs. SMEs are identified mainly according to their number of employees. The enterprises or the economic units which have the number of employees less than 250 and annual turnover or any of their balance sheets does not exceed 40 million Turkish liras are determined as SMEs. SMEs are classified as micro, small and medium enterprises. The definition criteria of the SMEs in Turkey are shown in Table 1 .
Table1. The Definition of National SMEs

Scale
Number The definition of SMEs by EU can be seen in Table 2 . While the number of employees is similar, columns of annual turnover and balance sheet are different than Turkey.
Within the scope of this policy, countries offer support and services to SMEs and take appropriate actions that improve their competitiveness in the economy. SMEs are also engaged in e-commerce. Grandon and Pearson (2004) define e-commerce in a B2C context: "the process of buying and selling products or services using electronic data transmission via the Internet and www." In the literature (Nasco et Thus, the purpose of this study is to explore the relationship between the perception of strategic value and e-commerce adoption on SMEs in Turkey. Therefore, we seek answers for questions such as:
1) Which dimensions does the perception of strategic value have for SMEs in Turkey?
2) Which factors influence e-commerce adoption for SMEs in Turkey?
3) Is there a relationship between perception of strategic value and e-commerce adoption?
LITERATURE REVIEW A. Perceived Strategic Value of Information Technologies
Grandon and Pearson (2004) found that perception of strategic value consists of three dimensions which are organizational support, managerial productivity and strategic decision aids. Authors were inspired from Subramanian and Nosek (2001)'study in which perceived strategic value is measured with three dimensions such as operational support, managerial productivity and strategic decision aids. Kwun et al. (2009) found that perception of perceived strategic value of e-commerce was influenced by organization compatibility, entrepreneurial mindset and industry competitiveness. Grandon and Pearson (2004) found that factors influencing adoption of e-commerce are organizational readiness, external pressure, perceived ease of use and perceived usefulness. Nasco et al. (2007) found that the subjective norm and attitude constructed positively and significantly to predict intentions; however, the perceived behavioral control construct did not according to hierarchical regression results of 212 SMEs. MacGregor and Vrazalic (2008) highlighted regarding e-commerce adoption, his comparison of organizational barriers and technical barriers revealed the former to be uppermost in the minds of owner/managers. Thus, the results pointed out that the owner/manager and the market focus of the business to be the main barriers concerning e-commerce adoption. Alam et al. (2011) indicated that relative advantage, compatibility, organizational readiness, manager's characteristics, and security are the factors significantly influencing e-commerce adoption. Ramanathan et al. (2012) found that operations and marketing aspects of e-commerce to have significant influence on performance of SMEs. The comparison between the size of SMEs -measured in number of employees -and the e-commerce experience -measured by the length of time SMEs have adopted e-commerce experience -pointed to the former to moderate the influence of operations and marketing aspects on performance, whereas the latter not. El-Gohary (2012) found that both the internal and external factors to have great influence on the adoption of e-marketing by Egyptian tourism organizations which can be seen in the e-commerce context. Zaied (2012) found that regarding their importance, technical barriers, legal and regulatory barriers, political barriers, and social and culture barriers are the barriers along ecommerce adoption, respectively. The lack of Internet security is referred to be the highest problem to hinder e-commerce practices in SMEs in Egypt by all respondents. 80% of respondents pointed to following barriers to be the most important barriers: limited use of Internet banking and web portals by SMEs; cost being too high; changes in government policy and lack of e-commerce standards.
B. E-Commerce Adoption
Other barriers such as challenges in changing the existing working procedures; and lack of external pressure from suppliers and customers were not indicated as important. Lim et al. (2013) found the critical elements required for e-commerce adoption as a result of the preliminary interviews. Authors also stated that critical factors affecting SMEs to adopt e-Commerce are organizations, consumers and the government.
As for the consumers' point of view, Pavlou and Fygenson (2006) examined the process of getting information and purchasing a product from a Web vendor. Authors found that trust and technology adoption variables (perceived usefulness and ease of use) were salient beliefs for predicting ecommerce adoption.
Therefore, in the present study, we propose, H1: There is a significant relationship between the dimensions of perceived strategic value of ecommerce and dimensions of e-commerce adoption.
METHOD
In the current study, we used online survey method. We used Grandon and Pearson (2004)'s perceived strategic value of e-commerce scale and e-commerce adoption scale. Surveys were send out to 50.000 SMEs in overall Turkey and only 2681 of them returned. Among them, 577 surveys were found usable. Top executives or owners of SMEs filled out the surveys. Scales were measured on a 7 point Likert scale (1= strongly agree, 7= strongly disagree).
As for the perceived strategic value of e-commerce scale, questions started with the sentence: "In order to provide strategic value to the organization, electronic commerce should help……." and SMEs' perceptions of strategic value of electronic commerce is measured. Moreover, for the ecommerce adoption scale, SMEs' perceptions of adopting electronic commerce are measured.
Both of the questionnaires were in English and translated into Turkish, then back translated into English as McGorry (2000) suggested. We pretested the questionnaires on 100 SMEs before conducting the surveys. We tested reliability issues for the pilot study and found that both scales are extremely reliable according to Hair et al. (1998) who suggest that the Cronbach Alpha Coefficient has to be at least 0.60 for being satisfactory. For the perception of strategic value scale, Cronbach Alpha Coefficient is 0.963 and for the e-commerce adoption scale, Cronbach Alpha Coefficient is 0.959. We have to note that missing values in the dataset are replaced with mean values. Descriptive statistics for our sample is shown in Table 3 . 
FINDINGS
After the pilot study, we began our main study by performing EFA analyses for both scales. Regarding EFA analysis, our extraction method is Principal Component Analysis and our rotation method is Varimax with Kaiser Normalization. Eigenvalues above 1.0 were considered in the analyses. Only factor loadings of 0.50 or above are reported for EFA and CFA as suggested by Hair et al. (1998) as a cut-off value for discriminant and convergent validity. Results of the exploratory factor analyses for both scales can be seen in Table 4 and Table 5 . PSV8 and PSV13 are excluded from the EFA analysis; because they had more than one factor loadings and the difference between these loadings was lower than 0.10. Factor loadings are in the range of 67 percent and 81 percent. Grandon and Pearson (2004) found that items between PSV1 and PSV7 form the dimension named "organizational support" which is similar with our findings. Thus, our first dimension is "organizational support". Whereas the other dimensions named "managerial productivity" has items between PSV8-PSV11 and "decision aids" has items between PSV12-PSV15 have merged into another dimension according to the findings of our study. We named this combined dimension as "managerial decision aids". EA23 is excluded according to the EFA results as a reason of it has a factor loading under 0.50. EA12 and EA7 are excluded because they had more than one factor loadings and the difference between these loadings were lower than 0.10. Factor loadings are in the range of 52 percent and 89 percent. (2004) found that items EA1 and EA2 form the dimension named "organizational readiness". They also found that items between EA3 and EA5 form the dimension named "compatibility". According to our findings, these two dimensions merged into another dimension which we named it as "organizational factors". Furthermore, Grandon and Pearson (2004) found that items between EA8 and EA12 constitute the dimension named "external pressure" which is similar to our findings. This is why we named our other dimension as "external pressure." Grandon and Pearson (2004) also found that items between EA13 and EA17 are named as "ease of use" and items between EA18 and EA23 are named as "perceived usefulness". In our study, these two dimensions merged and we named this combined dimension as "perceived usefulness".
Table4. Rotated Component Matrix of Perceived Strategic Value of E-Commerce Scale
Table5. Rotated Component Matrix of E-Commerce Adoption Scale
Grandon and Pearson
After exploratory factor analyses, we performed first-order confirmatory factor analyses for both scales. First-order CFA analysis results of e-commerce adoption can be seen in Table 6 . As for the E-commerce adoption, errors associated with items EA16 and EA19 were allowed to correlate. As can be seen in table 7, factor loadings are in the range of 65 percent and 93 percent. As for the E-commerce adoption, errors associated with items PSV2 and PSV3; and items PSV11 and PSV12 were allowed to correlate. As can be seen in table 5, factor loadings are in the range of 50 percent and 92 percent.
Table6. First-Order CFA Analysis Results of E-Commerce Adoption
Path
Table7. First-Order CFA Analysis Results of Perceived Strategic Value of E-Commerce Scale
Suggested standards for fit indexes are such as CMIN/DF has to be below and equal to 5 (Marsh and Hocevar, 1985) . RMSEA which is below and equal to 0.08 is found acceptable and if it is between and equal to 0.08 and 0.10, it is found mediocre (Maccallum et al., 2001; Byrne, 2010) . GFI, CFI and IFI which are above and equal to 0.90 are found acceptable (Bollen, 1989; Bentler, 1992; Engel et al., 2003) . As can be seen in table 6 and Table 7 , fit indexes for both scales are acceptable. Furthermore, we carried out Pearson correlation analysis, validity analysis and reliability analysis which are showed in Table 8 . According to Table 6 , all of the correlations among variables are below 0.80. Cronbach Alpha coefficients show that the both scales are reliable. To test construct validity, we calculated composite reliability for all dimensions and these are reliable as they are above 0.70 suggested by Nunnally and Bernstein (1994) . As for convergent validity, AVE values are above 0.50 (Hair et al., 1998; Bagozzi and Yi, 1988) . For discriminant validity, square root of each variable's AVE value is greater than the correlation of each dimension with other dimensions (Fornel and Larcker, 1981) .
Table8. Pearson Correlation Results, CR, AVE and Cronbach Alpha Coefficients
Lastly, we performed multiple regression analyses to test the relationships between dependent variables (organizational factors, external pressure and perceived usefulness) and independent variables (managerial decision aids and organizational support) that can be seen in Table 9 and Table  10 . For all of the multiple regressions, the biggest VIF value is below 10, tolerance values are greater than 0.20 and condition indices are below 30. Thus, we can say that multicollinearity does not exist between variables according to our findings. There is a significant relationship between "organizational factors" and all of the independent variables together as can be seen in Table 9 There is a significant relationship between "external pressure" and all of the independent variables together as can be seen in Table 10 (R=0.395, R   2 =0.156, F (2,574) = 53.125, p<0.01). All of the independent variables together explain 15 percent of change in the total variance of external pressure. According to standardized regression coefficients, order of relative importance of predictor variables on external pressure is managerial decisions aids and organizational support. When the t-test results which show the significance of regression coefficients are examined, it seems that only managerial decision aids is the significant predictor on external pressure. Organizational support does not have a significant effect on external pressure (p>0.05). When correlations are examined it seems that there is a correlation between external pressure and organizational support (r=0.262; when other predictor is controlled r= -0.079) and managerial decision aids (r=0.388; when other predictor is controlled r=0.306). Based upon multiple regression results, the equation can be written as follows: External pressure= 1.578+0.600Managerial decision aids-0.149Organizational support There is a significant relationship between "perceived usefulness" and all of the independent variables together as can be seen in Table 11 (R=0.739, R   2 =0.546, F (2,574) = 345.512, p<0.01). All of the independent variables together explain 54 percent of change in the total variance of perceived usefulness. According to standardized regression coefficients, order of relative importance of predictor variables on perceived usefulness is organizational support and managerial decisions aids. When the t-test results which show the significance of regression coefficients are examined, it seems that managerial decision aids and organizational support are significant predictors on perceived usefulness. When correlations are examined it seems that there is a correlation between perceived usefulness and organizational support (r=0.705; when other predictor is controlled r=0.356) and managerial decision aids (r=0.6936; when other predictor is controlled r=0.313). Based upon multiple regression results, the equation can be written as follows: Perceived usefulness= 0.928+0.445Organizational support+0.382Managerial decision aids The revised final research model can be seen in Fig.1 .
Fig1. The Revised Final Research Model
CONCLUSION
The purpose of this study is to explore the relationship between the perceived strategic value of ecommerce and e-commerce adoption among e-commerce adopter SMEs in Turkey. We tested reliability (Cronbach Alpha Coefficient and composite reliability) and validity (convergent and discriminant validity) concerns and found that both scales are reliable and valid. The present study showed that perceived strategic value of e-commerce consists of two dimensions such as organizational support and managerial decision aids. Moreover, e-commerce adoption has three dimensions such as organizational factors, external pressure and perceived usefulness. Findings of the study show that to make successful strategic decisions, SMEs should take into account perceived strategic value of e-commerce and e-commerce adoption. Moreover, marketing scholars and practitioners should consider these concepts. Organizational support has a positive and significant effect on organizational factors and perceived usefulness. Managerial decision aids has a positive and significant effect on external pressure, perceived usefulness and organizational factors. Limitation of the current study is that we have only considered adopters of e-commerce among SMEs. Non-adopters can have different perceptions on strategic value of information technologies and ecommerce adoption. Furthermore, future studies can explore larger businesses other than SMEs.
Another limitation of the current study is that we used Grandon and Pearson (2004) 's e-commerce definition which is given in the introduction part of our study. As a reason of different countries have different definitions on SMEs, our SME definition is specific to Turkey. Further research should consider influencing factors such as e-marketing applications as a form of e-commerce. Scholars can compare these factors among emerging markets such as BRIC countries.
